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Brand:

Clarins Beauty

Product 

Clarins Beauty relished in an impressive 113% 
MoM boost, in large part due to its popular lip oil. 
The brand’s Lip Comfort Oil sparked $1.7M EMV 
in April, inspiring 177 creators to show the lip oil 
in action. Fanfare about the oil contributed to a 
content volume of 396 pieces of content, up 
89% from March. Beauty creator Rudi Berry 
(@therudiberry on Instagram) demonstrated 
how to use the product to create the perfect 
cherry-cola lips, generating $135.0k EMV. 
Overall, the brand need $2.0M EMV, of which 
84% ($1.7M) represented content published by 
incoming creators who hadn’t posted about the 
brand in March. 

Highlight:

Brand:

Juvia’s Place
Brand:

Kylie Cosmetics

Highlight:

Activation

Kylie Cosmetics thrived in April, collecting $11.1M 
EMV, a 72% MoM increase. The brand benefited 
from inclusion in makeup tutorials, as well as 
activations surrounding its signature mascara. 
#Kylash, a trending mascara, powered $443.4k 
EMV, while #MakeupTutorial inspired $574.7k. 
Creators who posted about the brand in both 
March and April fueled $6.0M EMV in the laer 
month, despite making up just one third of Kylie 
Cosmetics 889 participating creators. Among 
the brand’s most impactful ambassadors was 
business extraordinaire Kris Jenner 
(@krisjenner), who contributed $2.5M EMV, up 
138% from March. 

Juvia’s Place enjoyed a fantastic month, neing 
$12.5M EMV. Known for its pigmented products 
that serve a diverse customer base, the brand 
tapped into the summer blush market with great 
success. The Blushed Collection fueled $2.8M 
EMV, or 23% of the brand’s monthly total, 
inspiring 255 creators. The most impactful piece 
of content featuring the collection came from 
No. 1 EMV-driver Lindsey Rowley 
(@linsmakeuplooks on TikTok), who duplicated 
a Mario filter look. Lindsey incorporated Juvia’s 
Place products into 22 pieces of content, driving 
a whopping $1.1M EMV. In all, Juvia’s Place 
boosted its EMV by 38% month-over-month.

Highlight:

Product
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Brand:

Murad Skincare

Science-backed Murad Skincare enjoyed a 
prosperous month, securing a noteworthy 
$4.3M EMV and a 53% MoM boost. The brand 
generated buzz around the launch of its new 
Retinal ReSculpt Overnight Treatment by 
tapping content creators like Janine Delaney 
(@janine_delaney on Instagram), Yulia 
Fadeeva-Hashem (@fadeeva_hashem), and 
Tonya Michelle (@tonyamichelle26 on TikTok) to 
author content highlighting the formula’s 
numerous benefits. This activity fueled the 
expansion of Murad Skincare’s network, which 
added 700 new brand fans who powered a 
notable $2.2M EMV for the brand. The 36% MoM 
community growth also fueled an increase in 
content volume, which spiked to 1.8k mentions—
a 42% MoM jump. 

Highlight:

Brand:

Caudalie
Brand:

Supergoop!

Highlight:

Supergoop! secured the No. 9 spot this month 
by collecting a notable $6.2M EMV, a 31% MoM 
improvement. The viral skincare brand added 
1.3k brand fans, including Mariale Marrero 
(@mariale on Instagram), thanks in part to a 
partnership with beauty subscription service 
IPSY, which featured Supergoops!’s Daily Dose 
Hydra Ceramide Boost + SPF formula. The brand 
also expanded its network by partnering with a 
range of content creators, such as Clara Peirce 
(@clararpeirce on TikTok) and Kate Glavan 
(@kateglavan), who authored posts 
showcasing how Supergoop!’s wide range of 
sunscreen formulas fit into their everyday 
routines via content tagged 
#SupergoopPartner. This incoming cohort 
collectively powered a significant $3.3M EMV for 
Supergoop!—53% of the brand’s monthly total—
and contributed to the brand’s 3.0k total 
mentions.

French skincare brand Caudalie landed in the 
No. 8 spot this month thanks to an impressive 
$6.6M EMV, a 33% month-over-month gain. 
Caudalie celebrated the release of its 
Vinoperfect Brightening Eye cream by hosting a 
variety of new and existing U.S.-based brand 
fans, including Isabel Tan (@preyfrowns on 
Instagram), Ava (@glowwithava), and Mireya 
Rios (@mireyarios on TikTok), for a getaway to 
Bordeaux, France. The lavish trip treated 
content creators to a themed dinner and spa 
experience featuring Caudalie’s product range. 
This activity fueled 2.7k mentions and aracted 
800 brand fans, who collectively powered $2.8M 
EMV—42% of April’s total. Meanwhile, Caudalie 
continued to expand its product range with new 
oerings: the Spot Salicylic Solution and 
Vinopure Serum. 

Highlight:

Campaign Community Product Launch
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A Closer Look at US Haircare

Brand:

BondiBoost

Campaign

Outside of the Top 10, BondiBoost enjoyed a 
standout 93% MoM EMV growth. To celebrate 
its fifth birthday, BondiBoost engaged in 
activities such as a sitewide sale and product 
giveaways, sparking a 97% MoM boost in 
content volume. Brand partners like Ellie Watson 
(@elliewatson on Instagram) and Lauren Lillie 
(@thelilliebag) encouraged followers to engage 
with their accounts, as well as BondiBoost’s 
owned accounts, for a chance to win the brand’s 
styling bundle. However, BondiBoost’s No. 1 
EMV-driver was beauty creator Emilia Marantos 
(@byemmaleah), who heavily featured the 
brand in her content, fueling $203.8k. In all, 
BondiBoost collected $1.5M EMV in April.

Highlight:

Brand:

Gisou

Community

Brand:

Drybar

Highlight:

Unique in its singular focus on blowouts, Drybar 
closed April with $1.7M EMV, an 83% increase 
from the previous month. The brand boosted its 
content volume by 46% MoM, with most of this 
momentum stemming from creators who posted 
about the brand in April after not doing so in 
March. These incoming creators contributed 
$1.6M EMV, or 90% of Drybar’s monthly total. 
Among them, wellness creator Lynn Shabinsky 
(@whitehairwisdom on Instagram) shared 
content about not rushing things, featuring a 
drybar curler and hashtags such as #ArtInAging 
and #AgeIsJustANumber, which inspired 
$204.2k EMV. Meanwhile, No. 2 EMV-driver 
Sophie Graf (@sophiemariegraf on TikTok) 
shared a diuser tutorial, inspiring $122.0k. 

Cruising into the No. 3 spot on the U.S. Haircare 
leaderboard, Gisou need $6.5M EMV in April. 
The brand benefited from buzz over the 
Sephora launch of its viral honey lip oil. Gisou 
activated its creator community, which 
expanded by 32% month-over-month to 849 
creators. Its staple product, the Honey Infused 
Hair Oil, contributed $2.9M EMV, or 45% of 
Gisou’s monthly total. Creators like Emilia 
Marantos (@byemmaleah on Instagram) 
incorporated the product into self-care rituals, 
ASMR wash days, and haircare round-ups. Emilia 
drove $355.6k EMV via five pieces of content, a 
558% MoM increase. In all, Gisou’s standout 
performance represented a 55% MoM and 210% 
year-over-year EMV improvement.

Highlight:

Product
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Brand:

Armani

CommunityProduct Launch

An Italian brand won in France, with Armani 
closing out April with an impressive $2.7M EMV. 
The brand’s 57% MoM increase was the result of 
a substantial increase in creator potency, which 
spiked by 82% MoM. Armani creators averaged 
$17.6k EMV—the greatest rate among Top 10 
competitors. Despite its community size being 
roughly two-thirds below other Top 10 
competitors, Armani landed at No. 6 by EMV, just 
behind Dior. Armani also benefited from a 13% 
MoM increase in posting activity among its 
community, with creators averaging 2.6 posts 
each.

Highlight:

Brand:

Fenty Beauty
Brand:

Kylie
Cosmetics

Highlight:

Community Product

Outside the U.K. Top 10, Kylie Cosmetics soared 
in April, growing by 70% MoM thanks to the 
successful launch of its new Kylash Volume 
Mascara. The mascara was all creators could 
talk about, with #Kylash ranking as one of the 
brand’s most impactful hashtags, generating 
$696.9k EMV from 31 creators. High-profile U.K. 
beauty creators like Ling Tang (@ling.kt on 
Instagram) flocked to try the new product, 
oering glowing reviews. As a result, Kylie 
Cosmetics raked in $3.0M EMV.

In an overall tough month for Top 10 beauty 
brands, Fenty Beauty boasted the greatest 
growth, collecting $13.8M EMV and landing at 
No. 7. The brand’s 10% month-over-month 
increase was due in part to the retention of its 
powerful roster of creators, including TikTok 
makeup guru Charloe Barker (@charbarker), 
who ranked as the brand’s most impactful 
creator with $332.0k EMV—a 101% MoM 
increase. Fenty Beauty also benefited from a 
notable uptick in post volume, which swelled by 
13% MoM to 4.0k mentions, just behind 
competitor Lancôme’s 4.3k mentions.

Highlight:

A Closer Look at Beauty in Europe, the UK, and France

Europe UK France
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A Closer Look at Skincare in Europe, the UK, and France

Brand:

Lancôme

Veteran skincare brand Lancôme enjoyed a 
prosperous month, collecting $671.5k EMV—an 
astronomical 151% MoM surge. The brand 
generated awareness around its Advanced 
Génifique and Rénergie H.C.F Triple Serum 
formulas by hosting content creators for “The 
Open Lab” event in Chevilly-Larue, France. Home 
to Lancôme’s laboratories, creators enjoyed an 
educational experience with the brand’s 
scientific director, exploring product 
formulations and taking part in interactive 
workshops. Lancôme ultimately aracted 
mentions from French brand fans like Lydia 
Gasperoni (@lydiagasperoni on Instagram) and 
Vanessa (@mlle_zaza), contributing to the 
brand’s average potency of $6.7k per creator.

Highlight:

Brand:

Drunk Elephant
Brand:

Dior Skincare

Highlight:

Luxury skincare brand Dior secured the No. 4 
spot in this month’s Top 10, neing $1.8M EMV 
and a significant 101% MoM spike. The brand 
partnered with the Royal Scotsman to oer a 
unique “spa on rails” experience aboard the 
Belmond Train (@belmondroyalscotsman on 
Instagram), where guests enjoyed a variety of 
tailor-made treatments featuring Dior’s skincare 
range with a view of the Scoish Highlands. 
Nutritionist Rose Ferguson 
(@rosemaryferguson__) and actress Suki 
Waterhouse (@sukiwaterhouse) hosted the 
campaign kicko, powering nearly $150.0k EMV 
for Dior via content tagged #DiorSpa, which has 
amassed 4.4M views on TikTok to date. In all, this 
activity fueled a surge in the brand’s average 
potency, which reached a whopping $16.0k EMV 
per creator.

Viral skincare brand Drunk Elephant climbed the 
Top 10 this month, landing in the No. 7 spot with 
a noteworthy $3.5M EMV. The brand’s popular 
Protini Polypeptide Cream continued to draw 
the aention of #SkinTok creators like Zania 
Ahmed (@ zainaaaaa____ on Instagram) and 
Jessica Evans (@_makeupbyjessevansx), who 
posted about the formula in #GRWM (get ready 
with me) content. The moisturizer continues to 
be a top EMV-driver for the brand, powering an 
impressive $444.1k. Meanwhile, the brand also 
released a new A-Shaba Complex Eye Serum, 
which secured reviews from creators likeSteven 
Taylor (@skincaresteve). Drunk Elephant 
wrapped up April with 1.2k mentions. 

Highlight:

Community CampaignCampaign

Europe UK France
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A Closer Look at US Luxury Fashion

Brand:

Emilio Pucci

Community

Emilio Pucci soared in April, growing by 166% 
MoM and collecting $2.0M EMV. Key to the 
brand’s success was a focus on expanding its 
community with impactful new partnerships, 
which saw creator potency spike by a notable 
99% MoM to an average of $11.6k EMV per 
creator. Emilio Pucci’s most productive new 
partnership was with rapper Flo Milli 
(@flomillishit on Instagram), who performed at 
Coachella wearing a stunning outfit from the 
luxury fashion house. Flo Milli mentioned Emilio 
Pucci 27 times, helping the brand to $671.9k 
EMV and ranking as its most impactful creator 
by a wide margin. 

Highlight:

Brand:

Rolex
Brand:

Fear of God

Highlight:

Independent luxury fashion brand Fear of God 
enjoyed a productive month, growing by 522% 
MoM and generating $8.6M EMV, puing them 
within striking distance of competitor Dolce & 
Gabbana ($9.2M). Fear of God achieved its 
notable success thanks in part to Kanye West’s 
surprise aendance at the brand’s inaugural 
runway show at the Hollywood Bowl. Organic 
buzz surrounding the controversial rapper 
boosted #KanyeWest and #Ye to rank among 
the brand’s top three most impactful hashtags, 
collectively driving $455.9k EMV. However, 
fashion enthusiasts also responded positively 
to Fear of God founder Jerry Lorenzo’s fireside 
chat describing the brand’s eighth collection, 
with #JerryLorenzo generating $181.7k EMV 
across 58 mentions.

Breaking into the Top 10 in spectacular fashion, 
Rolex landed at No. 7 thanks to its annual tennis 
tournament, the Rolex Monte-Carlo Masters 
The tournament was aended by high-profile 
names in sports, including Formula 1 drivers 
Charles Leclerc (charles_leclerc on Instagram) 
and Pierre Gasly (@pierregasly), which only 
added to the tournament’s. However, tennis 
broadcasting company Tennis TV (@tennistv) 
proved Rolex’s most impactful advocate, with 
the brand generating $5.4M EMV across a 
prolific 410 mentions. As a result, Rolex 
achieved one of its highest-earning months this 
year, collecting $17.1M EMV, a 76% month-over-
month increase.

Highlight:

Event Event
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US
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Brand Highlights
A Closer Look at US Apparel

Brand:

New Era Cap

Event

New Era Cap exploded up the rankings thanks to 
hype surrounding the 2023 NFL Draft. Top 
football prospects around the country spent 
the last week of April with their families as they 
awaited calls from NFL’s teams and donned New 
Era baseball caps. As a result, #NFLDraft ranked 
as the brand’s most impactful hashtag in April, 
generating $974.6k EMV via 44 posts from nine 
creators. Also among New Era Cap’s top 
hashtags were #FlyEaglesFly, #WeAreTexans, 
#ChiefsKingdom, and #Seahawks, which 
collectively contributed $283.7k EMV. In all, New 
Era Cap collected $2.2M EMV, a 163% MoM 
increase.

Highlight:

Brand:

Guess
Brand:

Quay

Highlight:

Community

Australian eyewear brand Quay grew by an 
impressive 59% MoM, collecting $2.6M EMV. Key 
to Quay’s success was a healthy expansion of 
its creator community, which grew by a parallel 
38% MoM, swelling to 631 creators. Incoming 
creators were responsible for a notable 73% 
($1.9M EMV) of the brand’s monthly total, with 
micro-influencers proving particularly impactful 
and driving $473.3M EMV. Quay also benefited 
from a continued partnership with Paris Hilton 
(@parishilton on Instagram), whose two 
mentions, including a Coachella look, garnered 
797.6k likes and drove $246.9k EMV.

It was a tough month for the U.S. Apparel Top 10, 
with only a few brands boasting growth. 
However, outside the Top 10, LA-based fashion 
brand Guess made a splash by partnering with 
creators at America’s most popular music 
festival, Coachella. Guess curated a Coachella 
experience for its most impactful creator, TikTok 
star Alix Earle (@alixearle), seing her and her 
friends up with a gorgeous place to stay and a 
personal stylist to curate her Guess-centric 
festival looks. Alix came in as the brand’s top 
EMV-driver, generating $636.7k across 16 
mentions. Guess closed the month with $9.6M 
EMV, a 101% month-over-month increase.

Highlight:

Event
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Earned Media Value, or EMV,  quantifies the estimated value of consumer 
engagement with digital earned media. Our holistic approach assigns a unique value 
to a piece of content based on the platform it was published on and engagement 
received from followers and consumers. This value is then aributed to the specific 
brands mentioned within the post. EMV can be used to evaluate the earned 
performance of individual marketing campaigns and benchmark brands within the 
competitive landscape. 

Posts by: Engagement via:

On Platforms including:

Glossary of Terms
Influencer Tiers

Powerhouse Influencer

Ambassador with over 1M followers on 

their primary channel.

Established Influencer

Ambassador with 300k to 1M

followers on their primary channel.

Mid-Tier Influencer

Ambassador with 100k to 300k

followers on their primary channel.

Micro-Influencer

Ambassador with fewer than

100k followers on their primary 

channel.

Community Metrics

Community Size

The total number of

ambassadors who created

content about a brand within a

given time period.

Posting Frequency

The average number of posts

created per ambassador for a

brand within a given time period.

Ambassador Potency

The average amount of EMV

driven per ambassador for a

brand within a given time period.

Other

EMV Retention

The proportion of EMV from loyal 

influencers who continue to post about 

your brand from one time period to the 

next. EMV retention is calculated by 

taking the amount of EMV generated in a 

given time period by influencers who 

also mentioned your brand in the 

corresponding previous time period, and 

then dividing that figure by your brand’s 

total EMV in the corresponding previous 

time period.

Sponsored EMV

A post is labeled “sponsored” if it 

contains hashtags or language that 

denote a sponsorship, such as “#ad” or 

“#spon.”
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